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Sports marketing is one of the fastest growing areas of marketing
communication. This book advances understanding in this emerging
area.It presents sports marketing in a scholarly and comprehensive
way, covering major topics of discussion in sports marketing and the
psychology of communication. Several new, innovative topics are
introduced, such as SportNEST and consumption communities, and
many classic topics are brought up to date, including sponsorship,
ambush marketing, identification, endorsements, basking in reflected
glory, and licensing. Many of the topics that seem to center


